Summary
Introduction
From the earliest times to the present day, cultural motives were the primary motives that encouraged people to travel. A certain degree of cultural development in a society increased the likelihood of organization of first travels, as it was in Egypt, Mesopotamia, Babylon, Persia, Ancient Rome, Ancient Greece, and so on (Goeldner, Ritchie, 2009).
The aim of this paper is to present the results of research based on survey data obtained from Hungarian tourists in the village Skorenovac and to encourage the local community to enrich its tourist offer and observe socio-demographic characteristics of tourists in order to encourage consumption.
As the influence of cultural motives on the development of tourism increased through time especially when it comes to economic effects, the paper investigated the motives that were crucial for the arrival of tourists to the village of Skorenovac, the average expenditure, the reasons which affected the expenditure, with the aim to encourage the underdeveloped rural areas to follow the example of this village for the development and achievement of the economic effects of tourism.
Research Methodology
The data in the paper were collected by direct research. The sample consisted of tourists from Hungary who stayed in the village of Skorenovac during the May Day holidays in 2015. A total of 75 tourists were surveyed.
By applying appropriate research methods (Kruskal-Wallis and Man-Whitney test), the variables included in the survey were related to: motives of tourists' arrival, how they have learned of this place (marketing before the start of travel), their satisfaction with the quality of service provided as well as the ratio between price and quality, the distribution of spending in relation to gender and the like.
Man-Whitney test was used in the research to test differences between the two variables: gender/expenditure (Did men and women spend money on this trip equally?). The obtained values are converted to ranks and it is then calculated whether these ranks significantly differ. The main values within this test are significance level and approximation.
The main hypothesis of the paper is that socio-demographic characteristics of tourists influence their consumption and that the analysis of these characteristics should be used as a basis for the development of tourist offer with the aim of increasing tourist spending. Within this hypothesis, three auxiliary hypotheses were also investigated, one of which is related to the expenditure of tourists in Skorenovac: with the premise that the expenditure of tourists is related to their age, that is, that expenditure level is neither linked to the level of education, nor the gender of a tourist. In the survey on tourist spending, has been reported and whether the level of education of tourists can affect the level of spending on their destination.
Data obtained in the survey were entered and analyzed using Statistical Package for the Social Sciences (SPSS) for Windows Release 21.0.0, which allowed drawing conclusions.
Cultural motives as factors of development of rural tourism
Cultural tourism is one of the oldest forms of travel. Due to the different motives that comprise it, this type of tourism has direct impact on tourism demand and initiates the development of other types of tourism.
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However, an increasing number of arrivals and overnight stays of Hungarian tourists to the village of Skorenovac (the municipality of Kovin, South Banat region, the wider area of Vojvodina) was a motivation to conduct research on whether the cultural motives were the only reason for their arrival, but also to show that they are the basis and impetus for the development of rural tourism in this small settlement.
In this regard, the main objective of this paper is to show that the main reasons for the arrival of Hungarian tourists in the area of South Banat are cultural and historical motives, thanks to which cultural and rural tourism are developed i.e. that the multiculturalism in Vojvodina is extremely important and can favorably affect the development of tourism, i.e. it may be a decisive factor in the tourist travels and the achievement of economic effects from tourism.
For many countries around the world, the growth and development of tourism carry with them many positive and negative consequences. When it comes to rural tourism, it can be concluded that this form of tourism is of great importance for employment of the population, job creation and the overall economic development of rural areas.
To begin with, rural development has a profound influence on the development of rural tourism industry, i.e. the establishment of small and medium enterprises. In the US, 99% of all facilities related to tourism in rural areas qualify as small businesses; in the New Zealand, tourism industry is estimated to consist of between 13,500 to 18,000 small and medium-sized businesses, while in Israel rural tourism is based on small family businesses that employ up to three employees (Derek et al., 2005) .
Rural tourism in Vojvodina can be an incentive for the development of small and underdeveloped communities, that thanks to tourism, they could contribute to a significant transformation of the society and the economy as a whole.
The demand for rural tourism has grown over the last years and the market does not seem to be saturated yet (Pesonen et al., 2011) .
Motives as primary values and decision factors for travel
Based on a survey which included 75 tourists, with respect to the primary values in the tourism value chain in Skorenovac, the following conclusions were drawn.
When asked "what was the motive of your arrival in the village of Skorenovac?", as many as 50 respondents (66.67% of the total number of tourists) responded that their travel is related to the culture and history of the Hungarian people in the past. 12 respondents (16%) responded that the reasons for coming were to taste traditional Hungarian dishes in this town, while six people (8%) indicated that they decided to take this trip because of excursions organized in Romania which are also associated with the history of the Hungarian nation. Seven respondents specified other, different answers (A total of 9.33%). Figure 1 shows the answers concerning the motives of arrival of Hungarian tourists to Skorenovac, while Figure 2 provides a better overview of the number of tourists in relation to the ways in which they learned about this destination before making any travel decisions.
Graph 1. Travel motivations of tourists to visit Skorenovac
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Based on the graph, it can be concluded that the cultural and historical motives were primary to influence the decision of the arrival of Hungarian tourists to the village of Skorenovac. Culture and tradition are strongly associated and this is the reason why the traditional cuisine is the second strongest motive for arrival of these tourists. Trips to Romania that are related to the history of the Hungarian population are the third motive for the tourists made a decision about going on this trip. 
Analysis of tourist expenditure in relation to age
Auxiliary hypothesis was used which stated that the tourists' expenditure is age-related. From a total of 75 Hungarian tourists polled, most of them had visited Skorenovac for the first time.
With the help of the Kruskal-Wallis test, it was investigated whether the age actually affected the level of expenditure.
In Table 1 we compared the responses of tourists to question 15 (How much money did you spend in Skorenovac?) and Question 2 (How old are you?) in order to come to the conclusion whether the expenditure of tourists age-related.
Based on the results shown in Table 1 , we conclude that the largest number of tourists who visited Skorenovac were aged 60 to 70. However, based on the sum of ranks, i.e. Kruskal-Wallis test results, it can be concluded that tourists aged 50 to 60 spent the most money. Considering that the significance level is greater than 0.05 (in our case 0.437), it is an important indicator that there are significant statistical differences in the expenditure of tourists of different age groups. That is, we conclude that the tourists aged 50 to 60 spent the most. Relation between expenditure of tourists in relation to age is shown graphically on the basis of Figure 1 . Based on the obtained data, we can conclude that the first auxiliary hypothesis that we tested can be accepted and we conclude that the expenditure of Hungarian tourists in Skorenovac is related to their age structure and the highest expenditure was realized by tourists aged 50 to 60.
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Analysis of the expenditure of tourists in relation to their level of education
With the help of the Kruskal-Wallis test, the second auxiliary hypothesis from this paper was also tested: whether the level of education had an impact on the level of expenditure of tourists in Skorenovac. By comparing the responses of tourists to the question number 10 (degree of education), it was concluded that the most of the tourists who visited this settlement have education level that falls between college and university, which can be concluded on the basis of data from Figure 2 . However, by comparing the level of expenditure of tourists in relation to the degree of their education, we can conclude that the expenditure increases with the degree of education -highest expenditure was achieved by PhDs, and there was for PhDs on this trip (this can be seen from Table 3 ). One explanation for this level of expenditure lies in the logical observation of facts, i.e. the most educated members of a society earn most, and consequently, spend most.
The tourists with master's degree have the second highest level of expenditure (five of them), while most tourists with the bachelor's degree are in the third place according to expenditure. These are followed by tourists with secondary education, and finally, tourists without qualification. Therefore, we can conclude that this is an important indicator of significant statistical differences in tourist expenditure with regard to age.
Hereby, we demonstrated that we reject the second auxiliary hypothesis we started with, which assumed that expenditure does not depend on the degree of education of tourists. 
Analysis of tourist expenditure in relation to gender
The third auxiliary hypothesis was that the expenditure of tourists is not related to their gender.
Thanks to the application of Mann-Whitney U test, two independent samples were tested: tourist gender (question #3) and their expenditure (question #15). Hence, based on the obtained results we can conclude that women are spending significantly more money as compared to men. Based on these results, we reject an auxiliary hypothesis which assumed that gender has no influence on the level of expenditure.
When it comes to the distribution of expenditure, with the help of the KolmogorovSmirnov test, it can be concluded that there are no extreme values in tourist expenditure. 
Source: authors, based on research
This can also be observed in Figure 3 . During this period there was no extremely high expenditure of tourists in the village of Skorenovac. Most tourists spent about 200 euros including total costs: costs of accommodation, transport, food, daytrips, souvenir shopping etc. 
Assessment of the complete tourist offer of Skorenovac and normality of data distribution
By taking advantage of descriptive statistics, 75 respondents were asked to indicate their satisfaction with the overall service and tourist offer of Skorenovac. The complete offer was rated very high: of 75 respondents, 73 gave opinion. 68 of them gave the highest mark (5), while 7 of them gave a rating of four. Two of the tourists did not respond. Based on Figure 4 we conclude that the largest number of Hungarian tourists was very pleased with the overall tourist offer during the two-day trip to Skorenovac.
Conclusion
The basic hypothesis in the work that socio-demographic characteristics affect the consumption of tourists, can be confirmed. Figure 1 shows the analysis of the responses of 75 tourists and shows that the majority of them were inspired to travel by the cultural and historical motives (67%).
In addition to the main hypothesis, the paper also discusses three auxiliary hypotheses which should determine whether the consumption of tourists in Skorenovac is related to their age, gender and level of education.
By using specific statistical methods, we came to the following conclusions: in Skorenovac, where Hungarian tourists spend around 10,000 nights annually, the tourists aged 50 to 60 spend the most money. Based on this research, the first auxiliary hypothesis can be confirmed.
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The second auxiliary hypothesis which assumed that expenditure is not related to the degree of education, must be rejected, because research has shown that the most educated tourists spend the most money, which is not in accordance with the presumption. This can be explained by the fact that the most educated tourists have the highest earnings in their home country, and therefore spend the most. Since most respondents had college degree, the tourist offer at the destination shall be adapted to suit the largest group of tourists and their purchasing power.
The third tested hypothesis was related to gender of tourists and their spending. The starting point in this paper was the standpoint that the expenditure of tourists who visited Skorenovac is not related to their gender.
However, research has shown that women were spending considerably more money than men. It is therefore necessary to extend, adapt and modernize the offer to raise the interest of women to spend even more and to continue the trend of increasing expenditure. Also, it is important to examine what products and services would raise interest in men to spend more money. These products and services should be made available to them.
Tourist destination is a set of attractions, infrastructure, equipment, and service providers in precisely bounded geographical areas in which specific activities contribute to the overall visitor experience of a destination (Čerović, 2009 ).
In modern market economies, especially in those which tend to build market mechanisms, marketing consulting is the result of a need for adequate and timely market information, which has become a key factor of a business's success (Cvijanović et al., 2015) .
The research also showed that Vojvodina can be a competitive and attractive tourist destination in specific segments of offer, and the subject of interest by tourists from the region.
The development of rural tourism includes the participation and cooperation of different participants with diverse internal and external characteristics (Čikić et al., 2015) .
However, it takes a lot of changes, in both micro and macro levels in the country in order to increase the number of visits, and consequently, the consumption of tourists; for example, greater control of all institutions and individuals involved in the process of providing services is needed: increasing quality of services, issuing fiscal receipts, registration of guests, paying taxes and so on.
In the context of multifunctionality the rural tourism, which allows to satisfy the growing interest towards the natural heritage and rural culture by modern society that, with the advent of new technologies and hectic lifestyle, it is deprived of these values is increasingly affirming. This contribute to reduce the exodus of population from rural areas and to create job opportunities, promoting the socio-economic development of disadvantaged areas (Sgroi et al., 2014) .
On the other hand, the village of Skorenovac is an example of a good practice (data has showed that the largest number of tourists came based on word-of-mouth recommendations) on how to raise the interest of foreign tourists to visit our country, despite the poor touristic infrastructure, reduced diversity in terms of catering services, accommodation, souvenirs, daytrips and ways of bringing tourists.
However, despite the deprived tourist offer, the largest number of Hungarian tourists rated the overall tourist offer of Skorenovac with the highest mark. Nevertheless, the question is whether the demand for this destination will exist in the future and whether the destination as such is sustainable. The reason is the lack of activities, lack of investments and non-expansion of the tourist offer.
For the rural tourism sector to thrive, local inhabitants must become entrepreneurs and develop and promote their own enterprises (Pena et al., 2013).
Strategy without tactics is the slowest route to victory. Tactics without strategy is the noise before defeat (Kaplan, Norton, 2010 ).
